INTRODUCTION
Ecotourism is often seen as an important sustainable economic use of well preserved Amazon rainforest. The lure of ecotourism's sustainable use of natural resources has led both private investors and nonprofit organizations to finance ecolodges and community based ecotourism projects. Successes over the years have been mixed and one of the reasons for projects not doing well is that not enough effort is dedicated to assessing market potential.
Admittedly, assessing the market potential for ecotourism is not easy. Most available tourism statistics are very general and market surveys that focused on ecotourism had difficulty pinpointing market size, as what a tourist or tour operator calls "ecotourism" might actually not be true to the definition of ecotourism.
The Amazon is a very large region geographically and is not homogenous, but in the mind of the majority of nature tourists it is. The Amazon ecotourism product itself is mostly small scale and can offer very different experiences, so what we see in reality are "pocket destinations" in the Amazon. So how can these pocket destinations evaluate their market potential, essential for assessing the feasibility of the investment and meeting the expectations of the local stakeholders?
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The cost of collecting and analyzing primary data is prohibitive for small ecolodges and, even so, might not even yield the right answers. This opinion paper will discuss how to view the ecotourism market potential and how to mine readily available secondary data to estimate market size. It also presents a model for assessing if there is a market opportunity, given the competitive environment. This paper will use data for the Brazilian Amazon to illustrate this and look specifically at the destinations of Tefé (Mamirauá Sustainable Development Reserve) and Santarém (Tapajos).
APPROACH
In order to establish the potential of a destination or a tourism product, it is essential to understand how big the current target market is, how attractive the destination or tourism product is (or needs to be) in the market context and assess how the market will develop.
Market research therefore needs to answer the following questions:
1) What is the market size and growth for a particular destination or product?
General market data are usually available at macro-destination level (e.g Brazil) or at major gateway level (e.g Manaus). Estimates about the size and growth of the "ecotourism" market have also been made by The International Ecotourism Society (TIES, 2006) and UNWTO (2002) . As these data are general and not necessarily applicable to specific destinations in the Brazilian Amazon, it is important to identify sources of additional data. By mining and crosschecking the data, it is possible to get a more realistic assessment.
2) From the point of view of the tourist: is the destination (product) attractive enough?
Those who promote a destination or their tourism product need to be realistic about how attractive (competitive) their product is in the market context. There are many studies on destination competitiveness, but they cannot be easily applied to small destination and sustainable tourism projects. To help destination stewards focus on the priorities and investors evaluate the challenges for developing a project, a simpler concept is needed.
The best way to do this is to take an outside perspective: this analysis should be from the view of a tourist. A tourist, who has never visited the destination and/or might not have had a similar experience. Maslow (1943) argued in his Theory of Motivation, that people's needs have a hierarchy and these explain their motivations. At the bottom of the Maslow pyramid are basic survival needs and at the top is self actualization. Now tourism is already related to self esteem and self actualization. So we need to create tourism motivation pyramid. So what is the hierarchy of needs of a tourist and how do they influence their decision making?
Traveling means venturing out of your comfort zone, making an extra effort and spending money to come back relaxed, re-energized and re-inspired. What many tourists are also looking for, especially in the era of "time-poverty" and "zapping", is convenience, the ease of getting to the experience they want and getting the most out of it. Using this we can construct a Tourism Motivation Pyramid, divided in four layers or hierarchic decision levels.
Decision Level 1 -The Basics: How Far off my Comfort Zone?
People travel for a change of climate, scenery, activity and company. Adventure is appealing, but travelers want to come back safe and sound. So they are very sensitive to safety and health issues in a destination. Outbreaks of dangerous infectious diseases like SARS, dengue, swine flu or terrorism attacks and natural disasters lead to cancelled bookings. High prevalence of diseases like AIDS and malaria, dirty seawater, civil unrest and high crime rates will make many potential visitors think twice before booking.
Destinations that have wonderful natural and cultural attractions, but are too far out of most people's comfort zone, do not get a lot of tourists.
If this is the case, the destination needs to focus first in investing in the basics for population and tourists. And if the destination doesn't invest the accommodation or tour operator will need to invest extra to make sure that tourists return safe and healthy and also know how to communicate this effectively.
Decision Level 2 -Accessibility : How easy is it to get there and around?
Once the tourist is reassured (s)he won't go further out of the comfort zone than (s)he can handle, (s) he will start thinking about how to get there and how to get around. How much time and money will I spend to get there? This is time and money (s)he won't be able to spend in the destination, so this is really important.
And before traveling the tourist needs information to plan the trip. If the right information isn't easy to be found on the internet, in a guidebook, through friends and family or a trusted travel agent how can you start imaging your trip?
So destinations that have accessibility issues should be realistic about how many tourists they can attract. For destinations that want to cultivate the happy few, difficult access can also be an asset, but then the experience should of course be exceptional.
Alternatively, destinations that are easily accessible should be extra careful to invest in sustainable stewardship if they don't want to be overrun and spoil their natural and cultural assets.
Decision Level 3 -How Good Will the Tourism Experience Be?
Once the tourist knows he can get to the destination (and return safely), the focus is on the main objective. How good will the experience really be? Who can give me the best experience? Is it worth the effort? And then there is still a possibility of a deal breaker: a price that is deemed not to fair considering the quality of experience.
Decision Level 4 -How does Sustainability enhance the Feel Good Factor? Sustainability is the new self realization. If you feel that the destination you had such a good experience is well taken care of, so you can recommend it to friends or take your grandchildren, this enhances the feel good factor of travel. So when tourism products look similar on money value for experience level, the decision is taken to the next level: which product will make me feel better for longer. 
HOW BIG IS THE ECOTOURISM MARKET?
Though ecotourism is well defined and used in marketing, we cannot be sure that tourists are buying the "ecotourism" experience, just because it is called ecotourism. The only thing we know is they are interested in nature, outdoor activities and local culture.
The nature tourism market is very big and estimated at 40% of the total travel market , but this could also include part of the "sun&sea" segment. Another gross estimate ) puts the number of tourists who have at least some interest in seeing wildlife at 20-40% of travelers. Within this nature tourism market, which would be 392 million international travelers globally (UNWTO, 2012) in 2011, there are several overlapping segments.
The largest of these is the adventure tourism or active outdoor tourism. The adventure tourist looks for an enriching experience through technical challenges, physical exertion and small dose of adrenalin. The adventure tourist is not necessarily concerned with sustainability. Adventure tourism is also ecotourism if sustainability, interpretation and interaction with the local community are part of the experience. It is generally thought to represent up to 20% of the market ( ATTA in HOLLAND CBI, 2009). Adventure tourists will be interested to visit the Amazon, a destination associated with adventure.
An ecotourist is motivated to learn, about the natural environment and other cultures, and to contribute, to conservation and communities, whilst traveling lightly. The ecotourist values good information, interpretation of the natural environment and exchange of experiences with local communities. S(he) is also concerned about the impacts of the visit -both positive and negative -on nature and on the community. In this sense it is a niche market and estimates vary between 3-7% of the market (TIES, 2006) . A field study by Beaumont (2010) at Lamington National Park in Queensland, Australia indicated that only 16% of the nature tourism visitors to the park could be called a 'true ecotourist".
In Brazil, with a relatively younger population, adventure tourism (more active) is more popular than ecotourism (more contemplative). The Brazilian Adventure Tourist and Ecotourist Profile (ABETA, 2010) shows that the Brazilian nature tourist values firstly, presence of water (46%) and next regional culture (19%). Forest (4%) and fauna(4%) are less important. Brazilian adventure and ecotourists will compare the Amazon experience with other nature destinations in Brazil (e.g Pantanal) and elsewhere (e.g South Africa or non-Brazilian Amazon).
Another related segment is backpackers. This type of tourist is motivated to discover the world, interacting with other travelers and local people. They try to go far on a limited budget and are generally younger than 40. It is an interesting market for community based tourism projects. Though many look for cheap accommodation, the backpacker likes to meet people and has a spirit for adventure. Often (s)he leaves more money in the destination than a conventional tourist.
According to WYSE (2008) , 20% of international arrivals are young people, of which 25% are "backpackers". South Africa (2009) estimated it receive 90 thousand international backpackers in 2006 (4% to 5% of the long distance leisure market). Australia (2004) , one of the first countries that actively targeted this segment, estimated that it makes up about 10% of its international tourism flow.
There are no precise data on the number of backpackers that circulate in Brazil. A study done for SEMA-SP (Oliveira, 2005) , estimates that about 50 thousand backpackers stay at youth hostels in Brazil. The same study indicates that the majority visit Rio de Janeiro and average stay in the country is 53 days. The growth of hostels and B&B in Brazil is also an indication of a growth market. Backpackers will have an interest in the Amazon experience, but not all of them will have a budget to pay for top products.
"Voluntourism" combines leisure and a learning experience with an opportunity to help in the destination. The volunteering can be the principal objective of the trip or just part of a larger itinerary. It has its origins in development aid programs (sixties) and was boosted by the emergence of ecotourism and later social responsibility. In the younger generation there is growing popularity of the "gap year".
There are not a lot of good data on the market size, but according to a study by Lasso Comunications (2009), in the United States about 26% of the population is interested in voluntourism. In the United Kingdom about 200.000 people a year take a sabbatical.
The kind of tourist that is interested in community based tourism products is heterogeneous and overlaps with other segments discussed here. He or she is usually well educated, but can be high income or a backpacker student type. This kind of tourist is motivated by having an authentic interactive experience and has a spirit of adventure. A study by the HOLLAND,CBI (2009) indicates that the core market for community stays is only 2-5% of the long distance market, though it might be 20% for quality products. About half of the market might be interested in elements of community tourism, like a visit, lunch or a workshop.
The Amazon is an attractive destination for both voluntourism and those interested in a community experience, both because of its helping conservation and helping communities appeal. Demand might be limited by price and supply limited by projects that are organized to receive volunteers or visitors from Brazil or abroad.
Often organized by universities or interest groups (e.g an association linked to a zoo), the focus of scientific tourism is learning about a specific subject. A small but interesting market, as their particular needs can help the creation of new programs or itineraries (which can be adapted to other markets) and has a good potential for word-of-mouth. The Amazon is, of course, a very interesting destination for scientific tourism. Now how many of these travelers go to Brazil, considering that it is a long haul destination for many of the most important outbound destinations ? According to the UNWTO outbound travel statistics (2011), only about 18% of international travel is outside the region of origin.
Ecotourism is often cited as a fast growing segment (TIES, 2006) and growth rates of 10-30% per year are often cited. However given that pinpointing who is the "true ecotourist" is difficult and growth rates are often based on specific destinations (e.g Kenya, Nepal, Costa Rica) or tour operator surveys (e.g. US specialty tourism operators) at a certain point in time, we have to be careful how to interpret this. According to the tourism life cycle theory, new destinations often grow quickly, but once they mature growth flattens out (Butler, 1980) . So growth rates cited for ecotourism could also just reflect travel to emerging destinations or demand for new products.
This destination specific growth can also be seen in Brazilian ecotourism destinations. When we look over the period 1995 -2005 we see very different growth rates for key ecotourism destinations in Brazil. Itatiaia, Brazil's first national park, a mountain and rainforest destination between Rio de Janeiro and São Paulo, stagnated. Foz de Iguaçu, one of Brazil's landmark nature destinations, showed modest growth. Fernando de Noronha, a top diving destination and Bonito, considered Brazil's best ecotourism destination by the tourism press, are newer and smaller destinations and grew much faster.
BRAZILIAN TOURISM MARKET: THE BIG NUMBERS
The principal market for most of Brazil's tourism destinations is domestic. While international arrivals were 5.4 million in 2011 (BRASIL, 2012), domestic tourism was estimated at 184 million domestic trips . Though many of these trips are low budget, 30% (55 million) involve paid accommodation and 11% (20 million) involve flights.
International arrivals to Brazil have been growing at an average rate of 4.6% per year between 1987 . In recent years international tourism to Brazil has lost some of its force. With the economic crisis that first announced itself in 2007 and then deepened, global tourism fell nearly 5% in 2009 (OMT, 2010) . Tourism recovered in 2010 and is expected to pass the barrier of 1 billion foreign arrivals in 2012, but long distance travel is lagging behind.
In Brazil, where the economy remained strong despite the international economic crisis, the In 2010, 46% of international arrivals stated that their reason to come to Brasil was for leisure . For more than half of these visitors the principal motivator was "sun & sea". For 27% of leisure tourists the motivation was "ecotourism/ nature/adventure"
1
. This represents about 12% of the total market and using the international arrivals of 2010, the "nature tourism" market was around 640 thousand visits. The Ministry of Tourism data indicate that the market increased from total of 6,2% of the total market in 2004 (about 300 thousand visitors). However, this increase has come at the expense of related special interest tourism segments, such as cultural tourism (Figure 3 ). The size of the nature tourism market is lower than the general ecotourism percentages would predict and growth rates are difficult to assess at this level.
1 Though are good definitions of ecotourism, we cannot be certain that the concept is the same for the tourist. When "ecotourism" is used in the text this is meant in a broad sense: nature tourism with good intentions. In 2007, the most recent in depth study of the domestic market was made ). This showed that about 40% of the Brazilian population travel. They make on average 3.2 trips per year and generated a total of 161 million domestic trips in that year. The available data show that the domestic tourism market has been growing strongly since: domestic airport arrivals in 2011 are up 66% on 2007. This can be attributed to a strong economy and an improving income distribution, which means a larger part of the Brazilian population travel for leisure. Figure 4 shows the growth of domestic airport arrivals and size of domestic tourism market based on specific studies of the domestic market done in 2002, 2006 e 2007 and projections for 2008 -11 (BRASIL 2007 . However the full study was not released and the association does not appear to be active any more. Santarém is the gateway to the Tapajos region and is renowned for its spectacular river beaches, which appear in the dry season. Santarém is an hour's flight from both Manaus and Belém and also accessible by road. Cruise ships that do the Amazon often stop here for a day. Santarém is a much larger and nicer city than Tefé, with a more vibrant cultural life. Within a radius of one to three hours there are also several ecotourism attractions, that can be visited (ABETA, 2011). However they could be much better organized and are timidly marketed. Table 3 lists the key data for both cities.
Now we need to examine the destinations from the tourist point of view. Once an international tourist has opted for the Amazon, going to a smaller destination is not a much bigger step in terms of leaving your comfort zone. For the average domestic tourist, Santarém is probably the more comfortable choice and its river beaches are an extra draw.
Both destinations ask the tourist to take an extra flight, which adds extra cost and time to the trip.
Santarém has an accessibility advantage, especially for the domestic market (Belém gateway). It gets more flights per day, has road access and better riverboat access.
In terms of information, Tefé is mostly known as a gateway to the Mamirauá Reserve and Uakari Lodge, which is seen as a highlight of Brazil by Lonely Planet and gets very good reviews generally.
There is a lot of good information online in English and Portuguese. Santarém is also highlighted by Lonely Planet for the Alter do Chão (beaches) and the Tapajós National Forest. But online there is much better information on the destination in Portuguese than in English.
To attract tourists to go beyond the major Amazon gateways, Manaus and Belém, to see the Amazon, these destinations need to be able to show they have a special experience, which is worth the effort. People who travel by plane often stay in hotels, so it is useful to crosscheck the airport data with available hotel total capacity data and occupancy rates.
So how many tourists do these destinations attract? Most tourists that are looking for a jungle lodge experiences in the Amazon will fly in. A first source of information is therefore passenger movement (arrivals and departures) of the gateway airports. Of course airport movement also includes inhabitants of the region traveling for various reasons and visitors traveling for non-leisure motives. In Manaus, city hotel bed occupancy rate is 55% and the visitor stays an average of 2.6 nights. In jungle lodges the occupancy rate is much lower (15%) and visitors stay shorter (2.3 nights) (AMAZONASTUR, 2010).
Manaus statistics also suggest that about 11% of visitors come specifically for an off-city nature experience (jungle lodge stay, sports fishing trip or cruise).
If we assume that the Manaus indicators apply in Santarém, the number of visitors (for all motives) would be around 84 thousand. This number is similar to the number to the one that airport movement indicates. The number of nature tourists would be around 9 thousand, however local tour operators think that number is too high and statistics of some of the main attractions also suggest that the market is smaller.
One explanation could be that the Tapajós region mainly markets the beach experience around Alter do Chão to domestic tourists and so few ecotourism excursions are sold. The region has many natural and cultural attractions, but as yet no investment has been made in a standout product or experience that highlights this part of the destination. Data provided by one top leisure pousada on the beach show more than 10.000 room nights sold in 2009, of which 18% are to foreign guests. Assuming average stay of 3 nights and 2 people per room, this means about 6,700 visitors, of which 2,100 are foreign guests. But less than 1000 people visit the easily accessible Santa Lucia Nature Reserve or the Tapajos National Forest per year (ABETA, 2011).
OZORIO (2012) estimated that in 2010 around 10 thousand people stayed in Tefé hotels in 2010, in line with the airport arrivals. The Uakari Lodge, the principal ecotourism attraction international recognition in the region received 600 5 visitors that year, and is the main reason Tefé is on the tourism map. About 75% of visitors are foreigners.
An interesting way to measure accessibility in terms of information is using Tripadvisor (www. tripadvisor.com), one of the largest user-generated travel planning website in the world. Tripadvisor was ranked #241 in global traffic by Alexa (www. alexa.com) and # 2 in the Travel category with 0.4% reach.
An analysis of the virtual market confirms that the Amazon is still quite an unknown destination compared with Brazil`s no 1 destination, Rio de Janeiro. Within the Amazon region, Manaus and Belém are much better known than Santarem and Tefé. Note that the Tefé data, do not include the Uakari Lodge or the Mamirauá Reserve, which is seen as a stand-alone attraction by Tripadvisor. The lodge and the reserve get more than 40 reviews on Tripadvisor, more than all the hotels and attractions of Santarém together.
So though Santarém has a slight accessibility advantage and receives many more general leisure tourists than Tefé, the size of the ecotourism market seems to be similar. Possibly Tefé even attracts more foreign ecotourists. This can be explained by the fact that through the Uakari Lodge and Mamirauá Reserve it has more appeal for the ecotourism market.
So what can these destinations expect in terms of future growth? This depends on growth to the Brazil destination and how tourism trends affect ecotourism and the demand for the Amazon destination.
FUTURE GROWTH BRAZIL 2020
Brazil is competitive as a long distance destination except for its current price levels. In 2011, it ranked #52 out 139 countries in the World Economic Forum Travel and Tourism Competitiveness Index with a score close to rival destinations such as Costa Rica, South Africa and Malaysia. But for price it is ranked #114, with a score closer to Switzerland. This means Brazil has a barrier at the experience versus fair price level.
Future growth will depend on a more favorable exchange rate and/or better quality and variety of the tourism supply. At present the image of Brazil as a tourism destination is good. The 2014 World Cup and 2016 Olympic Games will ensure that the destination will be in the media for the coming years. So there is repressed demand to visit Brazil, which will appear as soon as prices are seen as fair for the experience offered.
In 2000, the UNWTO estimated international arrivals to Brazil to reach 14 million in 2020. However, September 11 and, subsequently, the economic downturn have meant that projections needed to be adjusted. In 2009, the goal of the Ministry of Tourism for 2020 was already a more modest 11.1 million. More conservative would be applying historic growth rates on the 2011 arrival numbers. In that case, arrivals would reach 8.1 million. For the domestic market, which is growing at 5.1%, domestic trips would top 300 million. Now how will this growth translate to the nature -ecotourism segment and the Brazilian Amazon?
LOOKING FORWARD -TRENDS
Despite recovery in number of tourists in 2011, global tourism is still under the clouds of the global financial crisis. People are still traveling, but tend to be more sensitive to price and will therefore travel closer to home.
The macro-trends that were in place before the market retraction are still valid: market growth, greater segmentation, sustainability and digitalization. These macro tendencies are interrelated and can be verified in detail in major studies like : The Travel & Tourism Competitiveness Report -2007 ; ITB World Travel Trends Report -2009 (IPK International); WTM Global Trends Reports 2009 (Euromonitor) , OECD Tourism Trends&Policies -2010 e Travel Gold Rush/Oxford Economics -2010 . The trends, key aspects and possible responses are listed in table 8.
These trends do not paint a coherent picture and there are possible contradictions. A typical example is concern for climate change versus the carbon emissions of long distance travel.
The domestic market in Brazil will also reflect the trends, but here a larger part of the market is emerging or new tourists. The more mature part of the market will be tempted to travel outside of Brazil.
If the long haul continues to outgrow regional tourism, tourist destinations and products that cater to wellbeing, new experiences and outdoor activities, should be able to profit from this.
The Brazilian Amazon, would get an extra boost from an easement of visa requirements for citizens of North America and Japan. For the European market, direct flights to the Amazon region would be helpful.
THE POTENTIAL OF THE BRAZILIAN AMAZON FOR ECOTOURISM
The Proecotur market study tried to evaluate the potential market for the Brazilian Amazon. Using as a point of departure the market situation of 2005 and a long distance market volume of 54 million leisure trips from key markets, it put the potential market for the Amazon at 3 million, based on a survey of travelers and their degree of interest for visiting the Amazon (Table 9 ).
To put this into perspective, this number represents 45% of the tourist flow of Latin America in that year (2005) 
I -GROWTH

Economic Crisis
Short/medium term Price adjustments, promotions, shorter itineraries, more cheap trips on offer.
Brazil trips are postponed
Growth and Long Distance
Medium/Long term Long distance grows faster Repressed demand for Brazil will mean catch up growth
Supply
Stimulated by growing markets, new destinations and products enter the international market.
More competition. Destination and product differentiation key.
II -MORE COMPLEXITY Demographic Changes
Mature markets: aging population, "soft adventure"; 3 generation groups. Emerging markets: "newly affluent", discovering the world, younger more adventurous.
Heterogeneous mix. Need to be able to communicate with different segments
Psychographic Changes
From looking, observing and taking pictures to being part of an experiences and interacting. Better informed and more demanding tourists
Need to consider interaction profile of products. Story telling.
Tailormade
More complex and flexible itineraries, smaller groups
Need to design itineraries in a modular form and invest in a "stock" of alternatives
Time Poverty
Growth of more "intense" holidays, rapid decision making Good logistics, rapid response and ease of transaction
III SUSTAINABILITY
Urban connect vs Outdoor disconnect
Reconnecting with nature (spiritual). Combating Naturedeficit-disorder. Shedding urban stress. Endorphine quest (feeling good) e adrenaline boost (adventure)
Smart itineraries, with attention to moments for imagination and adventure activities.
Authenticity
Less every-minute-planned itineraries, with space for planned for individual discoveries. Search for a "sense of place", interacting with local community. Voluntourism, community tourism, learning new skills.
Possibilities to interact,contribute and practice.
No guilt travel
Tourist is more aware of his/her impacts. To avoid this "stress" looks for "guilt-free" trips. Will pay attention to certification and dedicated channels to help choosing the "right thing to do" Importance of socioenvironmental credentials of destinations, itineraries and products.
Climate Change
Travelling closer to home, alternative transport, carbon, Potential to persuade the tourist to stay longer in a destination
IV DIGITILIZATION
Internet
Web 2.0
Friends and family will still inspire checking new destinations, but the information available online will be essential for deciding and detailed planning Before, during and after the trip, there is already digital interactivity between travelers and their friends Power of a brand is more ephemeral
Website is your visiting card, mobile apps increasingly important Digital presence and informative references in destination and review site, online media and blogs are key.
Data Base Marketing
Computer and internet resources permit more competent destination, attractions and product management
Monitoring and using results.
Buying Process
The modern consumer is easily distracted and buy transactions must be easy Mobile devices with WiFi and GPS are the new trend Website needs to be visible, easy to navigate and practical for booking Apps for mobiles and lite version of website.
Travel Agencies
Tourism agencies will have to position themselves more as travel consultants.
Finding new ways to work with resellers. If we cross check the available data on emissive markets from selected countries, with the data collected by the Ministry of Tourism, it is clear that at the moment less than 1% of the long distance market is captured by nature tourism in the Amazon. Table 10 show the number of long distance trips generated, as reported by the emissive countries and how many of those trips are to Brazil. Using the Brazilian data, we can than see, how many are motivated by nature tourism and how many of those actually go to the Amazon jungle lodges.
Region of Origin
This shows that the North American market has the highest conversion rate for the Amazon and that the British market, despite its well known interest in nature tourism, visits the Brazilian Amazon much less.
This gap between potential and actual market could result in strong growth, but only within a context where Brazil and the Brazilian Amazon is competitive in terms of value for money. The top Amazon lodges of Peru, Ecuador and Bolivia are better priced than the top lodges of Brazil, at the moment.
DISCUSSION AND CONCLUSIONS
In the case of the Brazilian Amazon, the use of available Brazil destination and Amazon gateway data, it was possible to arrive at reasonable estimates of the Brazilian Amazon market. The Tourism Motivation Pyramid is a useful concept to assess competitive position and what stands in the way between potential market and realized market.
The available estimates for the global ecotourism market are too general or too destination specific to apply. Generalized ecotourism growth rates should not be used. Growth should be seen within the context of the tourism life cycle and possible barriers in the Tourism Motivation Pyramid.
The Brazilian Amazon destination is still a niche market compared to more accessible nature destinations. The comparison of Tefé and Santarém to Manaus and Belém, show that accessibility is an important factor to be considered for assessing market size.
In terms of important statistics for ecotourism in Brazil and the Brazilian Amazon: When a good product has accessibility disadvantages it should invest in marketing that helps lower the perception of that barrier and also highlight why it is worth making an extra effort to visit. The Brazilian Amazon product competes on a market where a wide range of tourism products from serious sustainable tourism to "greenwashed" tourism are on offer. Labels like ecotourism, adventure tourism, responsible tourism and geotourism are often used by marketers, but they are not clearly defined and end up confusing the tourist. The focus in marketing should be on evoking the experience and differentiating it from competitor destinations and products, not labeling it and copying competitors.
Available data indicate there is room for growth and destinations and products that position themselves well are at an advantage, once barriers to repressed demand are removed.
Future market studies should also include data for other Amazon countries (Peru, Ecuador, Colombia and Bolivia) to get a better picture of the whole market.
In terms of the importance of ecotourism it is also important to keep things in perspective. Ecotourism can make a big difference locally, but is only a tiny part of the ecosystem services offered by the Amazon Rainforest. Because of the large geographical area of the Amazon and the distance from main tourism generating markets in Brazil and internationally, it would require a lot of tourists to "save the Amazon through ecotourism" and also implicate in high carbon emissions. So therefore, ecotourism should be part of a well thought out sustainable economy.
This is important in the case of Tefé, where oil&gas investments are increasing and Santarém, which is also important for agriculture and forestry. 
